This study is an attempt to identify the most crucial factors that enhance the level of consumer trust in airline websites. Based on a review of selected previous studies, we propose four factors that can influence consumer trust in airline websites; website quality and its dimensions (information quality, design quality, perceived ease of use and perceived usefulness), company reputation, perceive institution assurance and its dimensions (perceived security and perceived privacy), and word of mouth and recommendations. Data was collected through online self-administered questionnaire distributed through convenient sampling method. Pearson correlation and regression analysis were utilized to test the hypothesized variables. The findings revealed a positive relationship between aforementioned factors and consumer trust in airline websites. Consumer trust also influences purchase intentions. Suggestions are also given for managers in airline companies to improve the level of trust at their websites.
Introduction
Several studies have confirmed that trust has a crucial role in creating satisfied and expected outcomes in online transactions (Pavlou, 2003; Flavian and Guinaliu, 2006) . Customer trust can be defined as a group of beliefs held by an online consumer regarding both; current characteristics of the e-supplier and his possible behavior in the future (Coulter and Coulter, 2002) .Building consumer trust is a strategic necessity for most web-based vendors because trust strongly affects consumer purchase intentions especially with unfamiliar online vendors (McKnight et al., 2002) . Online trust is a key indicator that determines the success or failure of e-businesses (Karimov et al., 2011) . Moreover, trust can assure a high level of company performance and profitability (Palvia, 2009) . Although the number of Internet users has dramatically increased, many users do not perform complete online purchases (Ponte et al., 2015) . They hesitate to provide personal information for electronic payments online because they lack trust in most websites (Kim et al., 2008; Kim et al., 2011) .The tourism industry has special characteristics that best suit the Internet: (1) the tourism product is intangible; (2) production and consumption are inseparable; and (3) tourism demand is perishable and varies significantly (McCole, 2002) . E-commerce firstly appeared between the airline companies and the customers at the spreading of frequent flying programs (FFPs) in the mid-1980s (Kim et al., 2009) . During the mid of 1990s , airline companies increasingly introduced ecommerce in order to reduce distribution costs as well as decrease the ratio of fixed costs in the price structure (Kim et al., 2009) . Besides, airline companies directed their businesses via the internet to achieve a long-term competitive advantage, global competitiveness, customer satisfaction, and to enhance marketing efficacy and managerial efficiency (Tsai et al., 2005; Ho and Lee, 2007; Lubbe, 2007) . Electronic ticketing has radically changed the airline industry and behavior of consumers, besides reducing cost and providing new channel for communication (Sam and Tahir, 2009 ). The benefits of Internet use in the purchase of e-tickets are fundamental in order to know customers better (Akehurst, 2009) and to reduce the distribution costs of the airlines industry (Chen, 2007) and to increase market share through the improvement of online performance and satisfaction with the website (Harison and Boonstra, 2008) . Kim et al. (2008) observed that customers" intention to purchase products online was affected by trust in the web merchant. For this reason, online merchants should continuously improve website quality and update website services to enhance buyers' trust (Hsiao et al., 2010) . Airline companies need to identify procedures that lead to the satisfaction, trust and loyalty of users to their websites (Ruiz et al., 2009) . The present study addresses the following questions; What is consumer trust in the e-business domain? What are the key drivers that influence consumer trust in airline websites? What are the interrelated relationships among the suggested factors of trust? What is the relationship between trust and consumers' purchase intentions in airline websites?
2. Literature Review
Defining trust
Consumers" trust in e-commerce represents an important factor of the word of mouth for the newcomers (Mazhar et al., 2012) . Trust has been defined as "a willingness to rely on an exchange partner in whom one has confidence" (Moorman et al., 1993: 315) ; and "a belief in a person"s competence to perform a specific task under specific circumstances" (Sitkin and Roth, 1993: 373) . McKnight and Chervany (2001) defined trust as an individual"s belief regarding various attributes of the other party involved in an ecommerce relationship and could be measured through the standards of fairness, goodness, strength, ability, benevolence, honesty and predictability. Credibility and benevolence have been proposed as the fundamental dimensions of trust (Ganesan, 1994; Doney and Cannon, 1997) . Actually, a website presents affective, cognitive and institutional signals that shape a consumer's first impressions about the webvendor (Hu et al., 2010; Lee and Huh, 2011) . Affect-based trust is defined as the extent to which one feels secure and comfortable about depending upon the trustee (Komiak and Benbasat, 2004) . Cognition-based trust is defined as a consumer"s rational expectation that an online vendor has the necessary attributes to be reliable (Komiak and Benbasat, 2004) . Institution-based trust is enhanced when customers feel comfortable because of the presence of guarantees on the website (Bahmanziari et al., 2009) . Online trust can be defined as an attitude of confident expectation in an online situation of risk that one"s vulnerabilities will not be developed (Corritore et al., 2003) . E-trust can be defined as a consumer"s confidence and belief regarding the behavior intention of an online seller, who must react on equal footing with the e-shopper"s interests, be honest in the transactions and deliver the services requested (Kim et al. 2009 ). In e-commerce, a trusting consumer usually intends to: (1) make future purchase(s) from the website;
(2) make current purchase(s) from the website; (3) return to visit and purchase from the same website; (4) follow advice given by that website; (5) share his/her information with the e-vendor; and (6) recommend this website to other people (Koufaris & Hampton-Sosa, 2002; McKnight et al. , 2002; Sultan et al., 2002) . According to Shankar et al. (2002) , consequences of online trust can be grouped into three broad categories: (1) intent to act, (2) stakeholder satisfaction and loyalty, and (3) firm performance.
Drivers of trust in airline websites
Airlines are increasingly directing their businesses to the web for specific reasons such as; the provision of electronic tickets, transparent and clear pricing, financial incentives for self-booking online, online promotions, powerful customer relationship management systems and online advertising strategies (Yu, 2008) . The purchase of the ticket on the company"s website by the passenger is motivated by convenience factors such as 24/7 accessibility, or the speed of access to much up-to-date information (Gil et al., 2006) , ease of use or the quality of information being dimensions of the quality of service in the online environment (Forgas et al. 2012 ). Palmer (2002) indicates that website success is significantly related with website download delay, navigation, information, interactivity and responsiveness. Guo and Salvendy (2009) examined the significant content factors of e-business websites. The results of their study indicated that these factors are security content, quality content, service content, appearance description, contact information, aid function, customized function, search function and product. Hernandez et al. (2009) analyzed the main factors that should be considered when designing a commercial website. Their results determined that the information provided on the website must be accurate, informative, up-to-date and relevant to the customers' requirements. Luna-Nevarez and Hyman (2012) studied the content of websites for top global destinations. They investigated six factors: navigation and interactivity, visual and presentation style, textual information, use of social media, use of advertising. Sultan et al. (2002) found that customer perceptions of trust are determined by Web site and consumer characteristics. Nine Web-site factors, namely, navigation, advice, no errors, fulfillment, community, privacy/security, trust seals, brand and presentation drive trust . There are four categories of antecedents that influence consumer trust and consumers' perceived risk towards e-businesses (Barney & Hansen, 1994; Doney & Cannon, 1997; Mcknight et al., 2002) :
• Cognition-based: e.g., privacy protection, security protection, system reliability, information quality, etc.
•Affect-based: e.g., reputation, presence of third-party seals, referral, recommendation, buyers' feedback, word-of-mouth, etc.
• Experience-based: e.g., familiarity, Internet experience, e-commerce experience, etc.
• Personality-oriented: e.g., disposition to trust, shopping style, etc. In this research, four factors are tested as being the key drivers that can affect the level of trust in airline websites, which are related to consumer perceptions, such as; website quality, company reputation, perceived institution assurance and word of mouth. As shown in figure (1) a comprehensive framework is proposed to explore the key factors influencing consumer trust in airline websites. 
Website Quality
Nowadays, customers are smarter and more demanding; they evaluate the quality of internet technology based on how they perceive the quality criteria of a particular specific website (Winnie, 2014) . Website quality is a platform of information technology (Liu and Arnett, 2000) which determines the effectiveness of website (Lin, 2008) . It provides an effective and efficient e-purchasing domain and delivery process of products or services to the customers (Zeithaml et al., 2002) . In SERVQUAL-related studies (Lin, 2007) , researchers demonstrated that service quality or web quality, which usually includes the reliability, responsiveness or empathy of a service, has a significant influence on trust.
Most of the web quality scales were developed based on the traditional service quality scale SERVQUAL (Parasuraman et al., 1985) . There are also other scales that measure the website quality; SITEQUAL (Yoo and Donthu, 2001 ), E-SERVQUAL (Zeithaml et al., 2000) and E-S-QUAL (Parasuraman et al., 2005) . Electronic service quality (E-SQ) is the most famous concept used to measure website quality. It is the extent to which a website facilitates efficient and effective shopping, purchasing, and delivery (Parasuraman et al. 2005) . Website quality can be defined as the degree to which the website"s features meet what user"s needs (Hsiao et al., 2010; Filieri et al., 2015; Agag and El-Masry, 2016) . Hsiao et al. (2010) pointed out that perceived website quality positively builds and increases consumer"s trust in the website. Thus, the first hypothesis can be formulated as follows:
H1: Website Quality positively influences consumer trust in airline websites. Lin (2010) develops several constructs relating to website quality; functional needs service, information quality, relevance of information, perceived ease of use and perceived usefulness. Moreover, previous studies have demonstrated that some of the most used key dimensions of online service quality research were navigability, playfulness, information quality, trust, personalization and responsiveness (Nusair and Kandampully, 2008) , perceived ease of use, perceived usefulness, perceived social presence, trust, enjoyment (Hassanein and Head, 2007) , website design, reliability, responsiveness, trust, personalization (Lee and Lin, 2005) and ease of use, information quality, website design, customer service, process controllability and outcome quality (Su et al., 2008) . Regarding tourism industry, Ho and Lee (2007) develop a scale of five dimensions; information quality, security, functionality, customer relationship and responsiveness. Of the many dimensions proposed in the academic literature on the website quality, this study considered four dimensions for measuring the quality of airline websites, namely; information quality, website design, perceived ease of use and perceived usefulness.
Information quality Product/service information quality is defined as the customer perception of the quality of information about the product/service that appears on a specific website (Park and Kim, 2003) . The information quality of a website is a significant aspect for website effectiveness (Rahimnia and Hassanzadeh, 2013) . Information quality refers to the amount, accuracy and the form of information about the products and services offered on a website (Nusair and Kandampully, 2008) . The important and up-to-date information also affect online consumers to make smarter purchasing decision (Surjadjaja et al., 2003) . Customers expect that any website should be free from errors (Bart et al., 2005) . They are also likely to trust websites that contain accurate, current, and complete information (Kim et al., 2005) and those that respect the rules of correct spelling, grammar, and syntax (Koehn, 2003) . Information quality is found to be a significant predicator of online trust, customer satisfaction, and loyalty (Fung and Lee. 1999; Liao et al., 2006; Cyr, 2008; . Accordingly, information quality provided by the B2C websites can greatly influence consumers' purchase intentions (Eid, 2011) . Then, depending on the website"s information quality, consumers can determine whether the site is suitable or not suitable for their needs and whether the seller is trustworthy or not (Ponte et al., 2015) and help them to reduce the levels of uncertainty associated with e-commerce transaction (Kim et al.,2008) . Hence, it is hypothesized that:H1a: Information Quality positively influences consumer trust in airline websites.
Website design A great website design must own good accessibility (e.g., timing, loading speed and the quality of internet line) and good quality of website support system (Liang and Lai, 2002) . Website design is a critical part of internet marketing strategy and an important factor in building trust Urban et al., 2000) . Web design features can be grouped into three broad categories (Karimov et al., 2011) ; (1) visual design, (2) social cue design, and (3) content design. Visual design is defined as graphical and structural factors that give consumers a first impression (Karimov et al., 2011) . Social cue design comprises social cues such as face-to-face interaction and social presence, fixed into the web interface via different communication media (Karimov et al., 2011) . Tan et al. (2009) find that webdesigners perceive elements belonging to visual design such as "Color usage", "Layout/Space usage", "Graphics usage" and "Presentation of information" as the most effective attributes of B2C websites.
Content design refers to the information components of a website, either textual or graphical (Wang and Emurian, 2005) . These components can be: company information (i.e., contacts, company background, FAQ), comprehensive product information (i.e., descriptions, price information), service information (i.e., delivery and return policies), and privacy policies (Chang and Chen, 2008) . Moreover, Robbins and Stylianou (2003) classify the design dimension into three factors: search function, protected content and presentation content. Law and Leung (2000) suggested that the basic attributes of successful airlines websites; 1-Product information, pricing and online ordering information; 2-Extra benefits, such as discounted airfares and free upgrades for online customers; 3-Fast loading web pages, especially home page; 4-Additional services and facilities to attract customers and cultivate customer loyalty. Corritore et al. (2005) found out that a web design of the best quality is an ideal way to induce trustworthiness for users. Good design enables customers to use the website content and features such as text, sound, search bar, pictures, graphics and to browse the website quickly and easily (Sam & Tahir, 2009 ).Based on the forgoing views, , it is hypothesized that: H1b: Design Quality positively influences consumer trust in airline websites.
Perceived ease of use and perceived usefulness Customers evaluate the usefulness and ease of use of a particular website, according to information search, internet subscription and payment methods (Grace and Chia, 2009). Davis (1989, p. 320 ) defined perceived ease of use as ""the degree to which a person believes that the use of a particular system would be free of effort"" whereas perceived usefulness is defined as ""the degree to which a person believes that the use of a particular system would enhance his or her job performance."" Perceived ease of use in the context of electronic services focuses on the navigational structure of the website, which includes search functions, site maps, product indices, and the overall design and organization of the websites (Lohse and Spiller, 1998) . Navigation and presentation refer to the appearance, layout, and possible sequence of clicks, images, and paths on a Web site (Bart et al., 2005) . Factors such as navigation and presentation, convenience, and ease of use lead to trustworthiness (Belanger et al., 2002) . The speed of navigation is also important to the success of website design (Osman et al., 2010) . Taylor and England (2006) stated that the concept of navigation can include:
(1) navigation barsnavigation text, images, or animations;
(2) individual hyperlinksconnecting two individual web pages in a website; (3) image mapscontaining a number of hyperlinks; (4) drop down menus/collapsible menuswhere all choices are not permanently visible; and (5) search optionslocating content in the whole website or sections of the website. The impact of perceived ease of use on the formation of trust in e-commerce has been supported in several studies (Koufaris and Hampton-Sosa, 2004; Bart et al., 2005; Chen, 2006; Flavian et al., 2006) . Navigation can positively influence online consumers' purchasing intentions (Verhagen and Van Dolen, 2009 ).Therefore, it is hypothesized that: H1c: Perceived ease of use positively influences consumer trust in airline websites.
In this study, perceived usefulness refers to the extent to which the consumers believe that buying e-tickets through airline websites will bring him many benefits such as saving time and money and increase their trust in the website. This leads to the hypothesis that H1d: Perceived usefulness positively influences consumer trust in airline websites.
Company Reputation Reputation can be a key element for building trust for a long time for web vendors especially in the initial trust phase (Fung and Lee, 1999; McKnight et al., 2002) . The reputation (social influences/subjective norms) of the parent companies can provide a cue for the evaluation of the reliability value of the websites (Jarvenpaa et al., 1999) . Tams (2009) concluded that web vendors" reputations had a significant influence on consumers" trust. Company reputation can be considered as an important factor for reducing risk and creating trust (Kim et al., 2008) . Positive reputation of airline company significantly influences consumers" trust and vice versa (Chen, 2006; Hsiao et al., 2010; Agag and El-Masry, 2016) .
Against that background, the study proposes the following hypothesis: H2: Company reputation positively influences consumer trust in airline websites.
Institutional structural assurances (Perceived security and perceived privacy) Structural assurance means that the web has protective legal or technological structures (Borenstein, 1996) to guarantee the aspects of safety security concerns on that website. Structural assurances on the web can also prevent consumers from losing their personal data (McKnight et al., 2004) . Shapiro (1987) defined structural assurances as structural safeguards such as regulations, guarantees, and legal recourse. Perceived institutional assurance can enhance consumers" trust in a website (McKnight et al., 1998) . Security and privacy elements are key drivers of online trust (Hoffman et al., 1999) . A study of e-commerce showed that more than 87% of users were concerned about security and privacy protection in online shopping (Ray et al., 2011) . Another important aspect that affects online ticketing usage in airline industry is security (Kiong et al., 2014) . Security is the website ability to protect consumer"s personal information (Xiaoying et al., 2012) . Kolsaker and Payne (2002) mentioned that security concerns reflect perceptions regarding the reliability of the payment methods used and the mechanisms of data transmission and storage. Transaction security aspects significantly influence online trust (Yoon, 2002) . Flavian and Guinalýu (2006) demonstrated that trust in the internet is particularly influenced by the security perceived by consumers.
Privacy refers to the protection of individually identifiable information on the internet, and it involves the adoption and implementation of a privacy policy, notice, disclosure on the website (Bart et al., 2005) . The inclusion of seals of approval or third-party certificates into the content design has been widely accepted as an important strategy to assure consumers that the web sites are trustworthy (Wang and Emurian, 2005) . These assurance symbols can be whether in the form of a logo or statement, such as BBB On-Line, TRUSTe, and VeriSign (Wang and Emurian, 2005) . Hu et al. (2001) classified the trusted seals into five types based on their functionality, namely protecting privacy, providing security, demonstrating consumer satisfaction, providing reliability, and providing assurance or guarantee. Lauer and Deng (2007) assure the introduction of stronger privacy policies in a company"s website leads to higher perception of the company"s trustworthiness. Most of the customers are willing to purchase e-tickets not only for convenience reason but also for the security of the payment process (Kiong et al., 2014) . E-ticketing allows consumer to enter information directly into the airline"s company database (Kiong et al., 2014) .
Consumers expect websites that protects personal data, provide for secure payment, and sustain the privacy of online transactions (Franzak et al., 2001) . Flavian and Guinalýu (2006) demonstrated that trust in the internet is particularly influenced by the privacy perceived by consumers regarding the protection of their private data. The consumers" perception of security/privacy protection increases the consumers" trust towards the website (Kim et al., 2008; Alam and Yasin, 2010) . Based on prior research, it is hypothesized that: H3: High level of institution assurance positively influences consumer trust in airline websites.
H3a: High level of perceived security protection positively influences consumer trust in airline websites.
H3b: High level of perceived privacy protection positively influences consumer trust in airline websites.
Word of Mouth and Recommendations
Word of Mouth can be considered as an important form of marketing communications forms which effectively influence consumers' perceptions, attitudes and behavior (Alam and Yasin, 2010; Ladhari and Michaud, 2015) . Filieri et al. (2015) argued that, consumers who depend on friend"s recommendations are more likely to make their decision. While negative WOM and recommendations decreases the probability of purchase; positive WOM and recommendations creates the opposite effect (Ladhari and Michaud, 2015) .This study assumes that positive WOM and recommendations about a website, increase consumer"s trust. This leads to the following hypothesis:
H4: Positive Word of Mouth and recommendations positively influences consumer's trust in airline websites

Trust and Purchase Intention
Purchase intention is defined as" the probability that the consumer will purchase the product" (Sam and Tahir, 2009:4) . Intent is itself affected by attitudes toward the behavior, subjective norms about involving in the behavior, and perceptions about whether the individual will be able to successfully engage in the target behavior (George, 2004) . Lee and Lin (2005) suggested that trust encourages online purchasing intentions of consumers. Higher level of trust to an online store is more likely to bring more intention of purchase (Öztüren, 2013) . Several studies have confirmed the relationship between trust and the intention to purchase online Yoon, 2002; Chang and Chen, 2008; Cyr et al., 2008; Kim et al., 2008; Chiu et al., 2010 , Kim et al., 2012 . In the field of tourism and e-commerce, this relationship has also been examined and the results assured that the influence is significant and positive (Bigne, 2010; Kim et al., 2009 Kim et al., , 2011 Escobar-Rodríguez and Carvajal-Trujillo, 2014) . Hsiao et al. (2010) noted that there are a positive relationship between consumers" trust in a website and their purchase intentions. Hence, it is hypothesized that: H5: Consumer Trust in airline website positively influences consumer intention to purchase e-tickets from this website.
Methodology
An empirical study was designed to test the research framework and the abovementioned hypotheses. The target respondents of the study include all consumers who buy airline tickets online. The respondents were asked whether they had experience in online purchasing before completing the questionnaire, as only persons who have experienced online purchasing from airline websites could participate in this study. The respondents were asked about the frequency they purchased online tickets and to mention the name of Airline Company where they have made online transactions. The airline companies are chosen because they are one of the most effective and competitive industries applying electronic transactions in their business in the world. The questionnaire was available online between January 10 and April 15, 2017. Data were collected using an online survey. (182) copies of the questionnaire were distributed to the selected sample. Only 166 respondents agreed to complete the survey with a response rate of (91.2%); 16 copies (8.8%) were excluded.
Measures
The questionnaire consists of seven sections: demographic characteristics, website quality (includes information quality, design quality, perceived ease of use, perceived usefulness), e-trust, company reputation, perceived institution assurance (includes perceived security protection and perceived privacy protection), word of mouth and recommendation and intention to purchase. The research instrument includes 56 items. The measurement of website quality items were adapted from Rahimnia and Hassanzadeh (2013) Kim et al., (2008) ; Chen (2006) ; Hsiao et al., (2010) . The measurement of company reputation items were adapted from Alam and Yasin (2010) ; Kim et al., (2008); and Bilgihan (2016) . The measurement of perceived institution assurance dimensions were adapted from Molina et al., (2009); Chen (2006) ; Alam and Yasin (2010) ; Kim et al., (2008); and Hsiao et al., (2010) . The measurement of Word of mouth and recommendation items were adapted from Alam and Yasin (2010) ; Filieri et al., (2015); and RuelNovabos et al. (2015) . Finally, the measurement of purchase intention items was adapted from Agag and El-Masry (2016) and Molina et al., (2009) . A 5point Likert scale is used as a measurement scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree).
Data Analysis
Table (1) presents the demographic characteristics of respondents. The sample included (28.3%) female and (71.1%) male respondents. The respondents" age ranged from 31 to 41 years old (47%). In terms of education, the majority of respondents have a Bachelor"s degree (71.1%) and most of them were employees (84.3%). The respondents have good experience to buy online tickets; (51.2%) of them buy online tickets (1-5) times, (13.9%) of them (6-10) times and (34.9%) of them buying tickets online more than 11 times. The majority of the respondents (56%) buy tickets through Egypt Air website, and (21.1%) from Saudi Airlines,(7.8%) from Fly Emirates and only (4.8%) from Qatar Airways and (10.3%) from other companies. Reliability analysis was performed to ensure internal validity and consistency of the items used for each variable. As shown in table (2), Cronbach"s Alpha reliability values were all above (0.9). Accordingly, the questionnaire is a reliable measurement instrument. Table ( 3) demonstrates the descriptive statistics for the study variables through mean and standard deviation. As shown in table (3) , intentions to purchase was the highest mean (4.35) with a standard deviation of (1.037), and the lowest mean was for perceived privacy protection (3.37) with a standard deviation of (.961) 3-This airline website has a good reputation in the market.
.870
Even if another airline website has the same features as this website, I would prefer to book through this website.
.805
4. Perceived Institution Assurance 3.71 .820 A. Perceived Privacy Protection 3.37 .961 I feel that my privacy is protected when I"m purchasing ticket online.
Chen (2006)); Alam and Yasin (2010 
Results and Discussion
Pearson correlations are calculated in Table ( 4) to examine the relationship among the study variables.
The results indicated that these variables are related and supported for further analysis. Most factors are significantly related to each other, the greatest relationship is between Word of mouth and recommendations and trust (.909). (2tailed) **. Correlation is significant at the 0.01 level (2-tailed). (5) were used to test H1, H1a, H1b, H1c, H1d, H2, H3, H3a, H3b, and H4. The effect of these variables explains 93.5% of the variance for consumer"s trust in the airline websites. Hypotheses (H1, H1a, H1b, H2, H3, H3a, H3b, and H4) are fully supported. The results indicated that website quality (ß= .503; p< 0.01), information quality (ß= .191; p< 0.01), design quality (ß= -.444; p< 0.01), company reputation (ß= .185; p< 0.01), Institution assurance (ß= .486; p< 0.01), perceived security protection (ß= .443; p< 0.01), perceived privacy protection (ß= .166 p< 0.01) and Word of mouth and recommendations (ß= .324; p< 0.01) have a significant effect on consumer trust in the airline websites. Hypotheses H1c and H1d are not supported. The results indicated that "perceived ease of use" (ß= .079; p>0.01), and "perceived usefulness" (ß= .195; p>0 .01) would not affect consumer trust in the airline websites. (2) presents these results. 
Conclusion and Recommendations
Trust has an important role in creating, building and developing a long-term relationship between the consumers and airlines, especially in the field of electronic transactions. The research model of this study proposes the key factors that influence consumer trust in airline websites. The model was tested using data collected from 166 respondents. Four factors, website quality and two of its dimensions (information quality and design quality), company reputation, perceived institution assurance and its dimensions (perceived security protection and perceived privacy protection) and word of mouth and recommendations were of a positive and significant effect on the consumer trust in airline websites. Whereas perceived ease of use and perceived usefulness have no effect on the consumer trust. The findings indicated that website quality is a strong predictor of the consumer trust in airline websites. Also information quality and design quality have a strong positive effect on consumer trust. The quality of information has a significant effect on consumer trust. Whenever the website provides complete, honest and up-to-date information, consumer trust in the site increases. A well designed airline website in terms of providing photos, graphics, possibility of language change, search bar and so on all have a positive influence on the consumer trust. These results are consistent with some of previous studies by (Corritore et al. 2005; Flavian and Guinalýu , 2006; Liao et al., 2006; Kim et al., 2008; Hsiao et al., 2010; Rahimnia and Hassanzadeh, 2013; Filieri et al., 2015) . The results show that company reputation has a significant and positive effect on the consumer trust in airline websites. Company reputation represents the cornerstone in building consumer trust in airline websites, which means that good company reputation will increase and support the overall trust. This result is consistent with previous studies by (Chen, 2006; Kim et al., 2008; Tams, 2009; Hsiao et al., 2010; Agag and El-Masry, 2016) . Another important finding of this study is that perceived institution assurance with its two dimensions (perceived security protection and perceived privacy protection) has a
Company Reputation
Perceived Institution Assurance  Perceived Security  Perceived Privacy Security
Word of Mouth and Recommendations
E-trust
Intention to Purchase positive effect on the consumer trust and represents a strong predictor of consumer trust in airline websites. These results support the early findings (McKnight et al., 1998; Flavian and Guinalýu, 2006; Kim et al., 2008; Hsiao et al., 2010; Ponte et al., 2015) . Security and privacy protection represents a critical issue in e-commerce and online transactions. When consumers feel that their personal information could be used without their permission, they will not trust in the airline company as well as its transactions. Also consumer will trust in airline website when he/she feels that this website is a safe environment based on a secure payment system. The findings of the study indicated that the word of mouth and recommendations has a positive effect on the consumer trust in airline websites. Positive WOM and recommendations by friends and relatives play a vital role in the formation and increase of the consumer trust. This result is consistent with studies by (Alam and Yasin, 2010) . Finally, findings of the study showed that the consumer trust in airline websites is a strong predictor of intention to purchase. Consumer trust plays a critical role in making a purchase decision at online transactions. Several previous studies have confirmed the relationship between trust and the intention to purchase like (Sam and Tahir, 2009; Hsiao et al, 2010; Bigne, 2010; Kim et al., 2009 Kim et al., , 2011 Escobar-Rodríguez and Carvajal-Trujillo, 2014; Ponte et al., 2015; Agag and El-Masry, 2016) . The findings of the study reveal significant implications to help managers and marketers to know the factors that build and form trust in airline websites. Website quality plays a critical role in building consumer trust in airline websites in terms of information quality (e.g. reliable and up-to-date information), website design quality (e.g. photos, graphics, colors …etc). Therefore, procedures could be taken by managers to give website quality and its dimensions sufficient attention. The findings of the study presented the important role played by the company's reputation in increasing customer trust. Company reputation is essential for its survival in the marketplace. Managers and marketers should increase company reputation and its website through various strategies of marketing. Another important recommendation for airline managers to build consumer trust is to increase security and privacy considerations in their websites. For instance, airline website should provide a secure epayment environment that protects the electronic transactions of customers. Furthermore, airline websites must guarantee absolute protection of personal information. Airline website managers should also pay attention to the value and importance of word of mouth and recommendations, which plays an important and influential role in increasing consumer trust in airline website.
